This paper investigates employees' individual innovative behavior. Three main stages of innovative process -new ideas generation, their promotion and implementation -are examined. 623 Russian employees of domestic and foreign companies operating in Russia were surveyed. The results show high significance of individual determinants (status and self-assessment of professional competence), favorable organizational environment (managerial incentives) and types of decision-making for all three stages of innovative process. The authors' main proposition that foreign companies demonstrate higher level of individual innovative activity was not confirmed but qualitative distinctions at all three stages of innovative process were revealed. JEL Classification: M12; O18; O32.
Introduction
Continuous integration of Russian economy in global world forces Russian companies to be adaptive in order to address challenges from turbulent environment. Nowadays companies have to develop and adopt new practices, strengthen their positions by improving the existing processes and find new opportunities to survive and be efficient enough. This discourse is often used as a frame for arguments about crucial role of innovations in running a business both in Russia and on global markets.
Innovations as important component of social and economic development are considered to be powerful and necessary path for business. It is stated that Russian companies considerably fall behind foreign companies in relation to the rate of innovations implemented and efficiency of innovative actions [Gurkov 2011 ]. According to surveys, Russian mid-level managers, CEOs and even owners clearly understand the importance of innovations for their business success. At the same time, the overall rate of innovations in Russian companies is much lower than in their Western counterparts. It was shown that Russian managers' acknowledgement of the need for innovations does not correspond to actual incentives for innovative behavior of their subordinates and promotion of innovative activities of the companies in general. The investigation of reasons of this implies consideration of a wide range of technological, economic, social and humanitarian issues as well as the context of concrete business organizations. This paper is focused on social and humanitarian aspects of innovative behavior in Russian business organizations and examines employee innovative activities and practices of human resource management in companies operating in Russia.
We aim to reveal the characteristics of innovative (in)activity of Russian business organizations by identifying main predictors for employee individual innovative behavior. Can we say that Russian employees are passive in idea creation and promotion or their innovative behaviors, are limited by organizational context, e.g., by organizational culture or managerial incentives?
What individual or organizational barriers occur on various stages of innovative process? One of the possible ways to answer these questions is to compare features of innovative process and the context of innovations in domestic and foreign companies operating in Russia. We propose that foreign companies in general have favorable conditions for individual innovations so this comparison provides the variety of context dimensions for the study. Therefore, analysis of differences in employees' innovative behavior on different stages and conditions of working environment makes it possible to find out main features of Russian employees' innovative activity and its main determinants.
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Literature review
Definition of innovation
Innovation as a field of theoretical and empirical research is well developed and has long history. There are different definitions and theoretical models of innovation process. For our study we aim to outline specific features of innovations and innovative behavior and use several conceptualizations of the notion. Prigozhin [2003: 770] defines innovation as a targeted change that contributes implementation of new and relatively stable elements in different areas (such as organizations, establishments, society, etc.). These elements can represent something material or social, but surely has to be something new, not existed before. That is why a creative idea can be treated as an 'innovation' after it is successfully implemented in practice and begins making profit.
The understanding of innovation mentioned above is formalized in the Oslo Manual:
Guidelines for Collecting and Interpreting Innovation Data as "the implementation of a new or significantly improved product (good or service), or process, a new marketing method, or a new organizational method in business practices, workplace organization or external relations" [OECD and Eurostat, 2005: 46] . Basing on this definition, four different types of innovation can be identified: product, process, organizational and marketing innovations.
Three levels of innovation research
The innovation activity is examined on three different levels. The first one is macro approach where innovativeness is the rate of innovative products in GNP or proportions of innovation companies in total investments and the like. Within this framework, main attention is focused on the interaction between organizations and institutions involved in innovative activities on national, regional and industry levels [Castellacci and Natera, 2013; Dosi et al., 1988] .
One of the models describing innovations on the macro level is the 'triple-helix' model [Etzkowitz and Leydesdorff, 2000] . It considers the history of the country and traces the interconnected activity of three key institutes of innovative economic processes: universities, business and government. One of the studies has applied this model to find out the barriers to innovations in Russia [McCarthy et al., 2014] .
First, the authors of this research point out the extending role of the government that creates wide opportunities to finance and support innovations in the country. However, these opportunities are combined with the lack of legitimacy of formal institutes and lack of trust in them 5 from the society. Universities and research centers, as the second component of the model, are viewed as strong environmental factors but at the same time, there are significant barriers in the legislation to use the intellectual property of universities and commercialize scientific findings.
Concerning business, researchers point at positive experience of innovations in foreign companies operating in Russia, but also the lack of the tax legislation for innovations and difficulties in acquiring venture capital are strong restrictions for innovations.
Second, McCarthy and colleagues [2014] came to a conclusion that the use of 'triple-helix' model is not exhaustive without the considerations of cultural characteristics. The culture that is necessary for the development of new ideas is quite different from the culture needed for the realization and implementation of these ideas. As a result, the authors state that culture in Russia is more focused on development, but not on the application of new ideas; therefore, all initiatives offered by authorities were not supported by informal cultural and cognitive institutes (such as the culture of innovations and entrepreneurship) and became insufficient for development of innovations within the country. Russian researchers confirm these conclusions, as they have shown that one of the main reasons for low innovativeness is the absence of the favorable innovative climate promoting responsiveness to new ideas by organizations and society [Yasin and Lebedeva, 2009 ].
In our study, this macro level of analysis is presented by comparison of domestic and foreign companies operating in Russia. Some researches state that multinational companies operating in Russia fostered research and development activities and promote establishment of new technology initiatives [McCarthy et al., 2014] . Convergence of Russian and Western economic institutes and managerial practices can boost innovation activities and expansion of foreign capital in Russian markets and activities of branches of MNCs facilitate this convergence [Alexashin and Blenkinsopp, 2005; McCarthy, Puffer and Darda, 2010] . Moreover, foreign companies have positive experience of successful innovations implemented in Western environment so they are expected to replicate it in Russian context. So we can propose that foreign companies provide better environment for innovations as they are holders of another culture.
Second approach to studies on innovation processes is focused on company level. It is often treated as a rate of innovative suggestions implemented within the company or a number of innovative products developed. Empirical studies often distinguish companies depending on the type of innovative behavior: science-based, production intensive and supplier dominated [Pavitt, 1984] . Besides the content of innovations adopted in organizations, one of the most interesting questions is about the organizational environment for innovations and company's experience in 6 search and implementation of innovative ideas. Our study does not allow revealing this level thoroughly but it is possible to include determinants of organizational level like use of incentives for employees to encourage their initiatives or practices of involvement in decision-making process to facilitate generation and promotion of new ideas.
The third level reflects individual innovative behavior of employees. Main research questions are about employees' ability to be creative, motivation to initiatives and suggestions, participation in innovations implementation. Individual innovative activity is the core subject of our further analysis so main directions within this approach should be considered in details.
Individual innovative behavior
Innovative behavior is a part of organizational behavior and it is considered as proactive, based on full understanding of one's duties and responsibilities in the work-place and caused by intrinsic motives. Key feature of this mode of behavior is that it is voluntary, extra-role activity, and it is not prescribed so employees can't be directly enforced to be innovative.
There are several classifications of individual innovative behavior used in empirical studies. Drucker [1985] describes four steps for innovative activity: 1) to perceive the problems connected with work and create ideas on how to overcome them, 2) to search for the support from colleagues and/or from managers in order to implement the idea, 3) to create a prototype or a model, 4) to transform the prototype into norm or standard. Amabile and other representatives of 'Harvard school' don't make basic distinction between 'creative' and 'innovative' behavior of employee and give four basic stages of this process: 1) understanding of a problem, 2) preparation, 3) responsive generation of ideas, 4) validation and communication [Amabile, 1997] . It can be noticed that if 'creativity' and 'innovation' are treated as synonyms, promotion of idea and also participation in its implementation are not considered to be innovative behavior. The classification of stages of innovative behavior offered by representatives of the 'school of innovative behavior research' emphasizes the nature of interaction of the employee with his environment and includes four stages: 1) finding new opportunity, 2) generation of a new idea, 3) promotion of a new idea, 4) introduction of an innovative solution in organizational life [Janssen, 2004] .
This model of stages for individual innovative activity offered by Janssen seems to be the most appropriate for the aims of our research. However, the empirical indicators for the first two stages -'finding an opportunity' and 'generation of idea' -are hard to differentiate. For this reason, the model of innovative activity used within our further analysis includes three sequential stages: generation of idea, its promotion and implementation (e.g. Scott and Bruce offered the 7 similar process [Scott and Bruce, 1994] ). Besides, the analysis of empirical studies allows proposing that different stages of individual innovative activity are determined by different groups of factors on individual, organizational and societal levels.
Generation of new ideas is the basis for any model of innovative behavior. It is often stimulated by certain difficulty or challenging situation. The basic criterion to define new idea as innovative is that the latter is aimed at the solution of specific problems of a department or a company in general.
At this stage, features of the relations between various participants, such as employee relationship with the head and colleagues, social and psychological characteristics of organizational culture become significant. According to Amabile, а creative employee must have passion, interest and commitment to what he/she is doing in a company. In this case, creative abilities consist of readiness for changes, tolerance to uncertainty, self-discipline and persistence. Therefore, developing favorable 'innovative climate' in the organization (in this climate a person feels free and supported by people around) is of a great importance [Amabile et al., 1996; Madjar, Oldham and Pratt, 2002] . Such a situation assumes existence of a set of conditions, e.g. positive emotional background, high level of credibility, mutual assistance, orientation on values of professional competence, providing greater autonomy to employees and opportunities to solve difficult and challenging tasks, decentralization of decision-making system. The complexity of practical implementation of these principles is obvious. The above-mentioned principles are essential component of 'management shift' -the philosophy of employment relations highly different from classical philosophy. Within this framework managers become a 'service staff' and they are obliged to create favorable conditions for employee creativity.
According to the results of empirical studies, the distinctive features of 'innovators' for the Russian companies' employees were the higher education, high perceived value of their profession, high confidence in own abilities and high demand on labor market [Klimova, Galitskaya and Galitsky, 2010] . This idea of individual resources for creativity describes variations in employee's readiness to generate any propositions about improvements on the work place.
At the first stage of innovative process, which is connected with emergence of new nonstandard idea, the activity of employee is defined by his/her intrinsic motivation, value orientations concerning the role of employee in innovative process, professional motivation, individual and personal traits, such as education level and professional qualification, features of job position and its place in the company. There are also several less significant determinants such features as organizational climate, organizational environment, relations between employees and managers.
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The second stage, the promotion of an idea, is characterized by decrease of significance of personal qualities, while the determinants of organizational and management level become more important: organizational climate and practices of 'external' motivation and incentives for innovative behavior. If employee has generated an idea for some improvement, he/she has to overcome the inertness of organizational practices and persuade the manager that the changes are necessary and beneficial for the department of the company. For employee it is a risk to take the responsibility for suggestion and often it is combined with the situation when initiator is obligated to work on implementation of the initiative. On the other side, it is an opportunity for employee to present him/her-self as competent and active and to get positive experience and success on his work place. Based on this, it becomes clear that organizational environment can facilitate the process of idea promotion and open the ways for desirable behavior in the case of idea about improvement. As it was stated above Russian environment is often perceived as unfavorable for idea promotion and further implementation so we can propose that employees who have some initiatives don't want to take any actions to promote them. Our proposition here is that foreign companies have better innovative environment and employees are encouraged to share their suggestions.
The implementation of an idea means that organizational practices are changed and new way of doing becomes stable and repetitive practice, i.e. the norm. This process involves different groups of participants and couldn't be limited to individual efforts of initiator, because other people should agree with new situation. Therefore, we propose that the success of the third stage of innovative process doesn't depend on individual and personal characteristics of the initiator of innovative process, and is entirely determined by factors of organizational and management level.
The present study implies the research of all three stages of innovation process and analysis of determinants that are significant on each of them. Main groups of determinants are structured according to three level of analysis: cultural, organizational and individual.
Methodology Sample
Our analysis is based on data collected by from 623 professionals and mid-level and firstline managers surveyed in 17 private organizations in Moscow, Nizhny Novgorod and Rostov-9 on-Don in 2012. The sample was formed in order to provide proportional representation of organizations from Moscow and regions; Russian domestic (Russian owners have full control or more than 50% of assets) and foreign-owned companies (US or German owners have full control or more than 50% of assets); companies from rather prestigious, high-salary industries (finance and insurance, IT and service sector) and not prestigious, relatively low-salary industries (such as manufacturing of food production). Thus, six subsamples were formed. Their structure and size are presented in Table 1 . Besides, the companies chosen present the full range of sizes of business, from small companies (50-100 employees) to large companies (with more than 1000 employees). 
Measurements
Innovative behavior
The main framework of three stages of innovation process was taken as the basis for measures development. The generation of innovative ideas, which is similar to 'creative behavior' presented by Amabile, was formed by one-item measure about the emergence of a new original idea connected with work at least once within the last year.
The indicator for the stage of promotion of innovative idea was strongly connected with the fact of whether the innovative idea was presented in the form of specific proposal, and whether it was 'voiced' and communicated within the organization.
Thus, the indicators of the two initial stages of innovative behavior were measures for the questions of 'real practices', accomplished facts. In order to capture the third stage (implementation of innovative ideas) we used indicators based on employee's evaluations and perceptions.
The summary of items included in our questionnaire is given in Table 2 .
Antecedents of innovative behavior
Variables that were supposed to predict the three stages of individual innovative behavior were classified into three groups. Binary (0 = "no", 1 = "yes")
Promotion of innovative ideas
Have you suggested an improvement or took the initiative on the basis of this idea? Binary (0 = "no", 1 = "yes") individual decision-making, decision-making involving 'narrow' circle, decision-making with taking into account opinions of subordinates, extensive discussion). Thus, these items give evaluation of the nature of communication processes in the organizations, the 'power distance' between heads and subordinates. These determinants were often named to be significant for innovation activity and define the extent to which organizational environment is favorable for innovative behavior of employees.
Efficiency of innovative behavior, the extent of realization of innovative ideas
The instrument used has one limitation in part of evaluation of motives and consequences of innovative behavior and support of others' initiatives. These indicators can't be used as predictors of innovative activity as only those employees, who have given an affirmative answer about the earlier innovative behavior, were asked about it. Therefore, in our further analysis the variables that reflect intrinsic motivation or 'external' incentives for innovative behavior play descriptive role only. Binary variable about domestic or foreign ownership of the employer allows assessing the significance of determinants of the macro level. Table 3 gives descriptive features of 'creative' employees who reported that they had some new ideas concerning their work. It is important to mention that higher education and compliance of education to the work profile don't differentiate workers significantly. However, the second higher education or/and MBA sharply increase the probability to be included in 'creative' group. It also emphasizes the importance of internal motivation and readiness to make extra efforts for the professional development as prerequisites of generating innovative ideas. The results show that authoritative and individual decision-making by the head of department create the unfavorable 'background' for emergence of innovative ideas both in the department and in the organization in general. It is quite representative that the distribution of the 13 shares of 'creative' employees on four 'political regimes' within an organization has nonlinear character -the lowest shares have appeared at extreme points -in rigidly authoritative and in the rather 'democratic' organizations. The highest share of 'creative' workers has appeared in those companies where a large number of employees played a 'consultative' role, while decisionmaking is guided by the head.
Analysis and results
Stage of Generation of new ideas
As for the factor of sociocultural level which is associated with the type of the ownership, at the stage of generation, the differences between domestic and foreign companies seems to be insignificant. This fact confirms our assumption that individual and personal factors play leading role at the first stage of innovative process. Tenure, years* 6,5 4,9
Self-evaluation of competence *** 3,3 3,7
Perception of role in innovations *** 3,0 2,5
Intention to stay for one year 4,0 4,2
Intention to stay for 3-5 years 3,8 3,6
Intention to stay until termination of work * 3,1 2,9
Significance level * p<0.05; **p< 0.01; ***p< 0.001
To make the final conclusion about the most significant factors for the generation of innovative ideas by employees the regression analysis was made. Due to a large number of potential predictors the model of logistic regression was build using forward stepwise selection: FSTEP (LR) method of the LOGISTIC procedure in IBM SPSS Regression module. This approach avoided the problems of a multicollinearity and emergence of unstable estimations in a big set of predictors.
14 Thus, three models presented in Table 5 (one for the whole sample and two separately for domestic and foreign companies) have only those predictors which were found to be significant for generation of innovative ideas by employees. For each predictor in the final model the coefficient of logistic regression (Log) is reported. For continuous predictor it corresponds to a logarithm of change in odds ratio (likelihood of the modeling outcome) when increasing predictor of 1 unit. For categorical predictors the coefficient for category corresponds to a logarithm of change in odds ratio upon the presence of this category compared to absence of it, other things being equal. Significance level * p<0.05; **p< 0.01; ***p< 0.001 The symbol '-'means that a predictor is not significant in this model
We can conclude that male gender, senior position and high level of appreciation of the professional knowledge and competences are the 'universal' predictors of having innovative ideas in both domestic and foreign companies. At the same time, having the same rate of 'creative' employees in the domestic and foreign companies (a little more than a third of respondents) antecedents of emergence of new ideas differ significantly. 'Creativity' of employees in domestic companies is strongly attached to the conditions of an organizational environment -the perception of the role within the company, the idea about who is responsible for innovations and also the perception of the 'political' mode in the organization.
As demonstrated in the tables above, both highly authoritative and highly democratic styles of decision making are negatively connected with the probability of emergence of new ideas.
However, the existence of 'deliberative vote' in situation when the final decision remains the responsibility of the manager creates a favorable climate for generation of innovative ideas by employees.
The regression model for foreign companies presents significantly different set of 'creativity' conditions. It can be noticed, that none of the organizational environmental factors became significant, and the emergence of new ideas is caused exclusively by internal motives and professional characteristics of the initiator of innovations (senior position, high level of appreciation of the professional knowledge and competences, second higher education, and also high mobility and adaptability which are expressed in low tenure and formal discrepancy of the education to the present work profile).
Thus, our assumption that at the first stage of innovative process the innovative behavior is defined mostly by intrinsic professional motivation and by individual and personal qualities is fully confirmed on the sample of employees of foreign capital companies. Unlike them, innovative behavior of employees from domestic companies seems to be more 'externally caused' at the initial stage of innovative process.
Stage of Promotion of innovative idea
Data given in Tables 6 and 7 present a 'social portrait' of employees who made some suggestions basing on their new ideas.
Unlike the first stage of innovative process, at the 'promotion' stage there are no significant differences between 'innovators' and 'not -innovators' in gender, education level, perception of decision-making and the role in innovative process, and organizational commitment. It is possible to say that the employees who took the initiative can be described as: managers, senior employees with long professional experience, embedded in the organization and highly appreciating the professional competence of their own.
Thus, we can assume that organizational climate is less significant for the promotion of innovative ideas rather than confidence of employees that their ideas are going to be 'listened'.
This confidence is supported with both formally higher (managerial) status, and an appreciation of the professional competence. Significance level * p<0.05; **p< 0.01; ***p< 0.001
The regression models given in Table 8 present the most significant conditions for innovative suggestions based on new ideas. As well as for the previous stage, we used the procedure of step-by-step regression analysis FSTEP (LR) automatically selecting only significant predictors for the greatest possible R 2 value. Three models contain only those predictors which were significant for making suggestions with innovative ideas.
The results confirm our idea that subjective self-evaluation of employee professional competence is foreground for the promotion of innovative ideas. This factor is the only significant one, suppressing all other factors for the employees from the foreign companies. The compliance of the education to a current work profile, tenure and feeling of 'partnership' are also significant for innovative behavior for the domestic companies' employees. At the same time the readiness of 'creative' employees from domestic companies to perform with innovations decreases if the decision-making happens 'in a narrow circle' within the company. Significance level * p<0.05; **p< 0.01; ***p< 0.001 The symbol '-'means that a predictor is not significant in this model 18 "In our company such kind of activity is appreciated: the active position in innovative process promotes the career growth"
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As well as at the stage of emergence of innovative ideas, differences in the rates of 'innovators' among employees of domestic and foreign companies are not found. However, Table 9 which presents the structure of motives inducing employees to perform with an initiative demonstrates various degrees of expressiveness of these motives among the staff of domestic and foreign companies.
According to the factor analysis results, there is an absolute prevalence of intrinsic professional motivation of innovative behavior. Two compared groups of respondents differ significantly in the structure of 'the second order' motivation. Among employees from the domestic companies 'social and prestigious' motives (respect, recognition, favorable attitude from immediate superior) are much stronger than the other ones, while employees from foreign companies mention 2-3 times more often utilitarian and rationalistic motives. It is important to notice that utilitarian and rationalistic motives hold the last places in both groups; in this case the difference is that the foreign companies, judging by the answers of respondents, use at least the minimum measures of direct stimulation of innovative behavior while the domestic companies don't practice it at all.
Stage of Realization of innovative ideas
Results from Table 10 give an idea of employees' innovative activity within concrete spheres of their working life and extent of implementation of each type of ideas. There are no significant differences between domestic and foreign companies in the realization degree of different types of ideas. The regression models presented in Table 13 show the most important conditions of high implementation degree of individual innovative ideas. As well as for the stages of generation and promotion of ideas, the Table gives important, however, the affiliation factor about who makes the suggestion still is quite significant at this stage too. 
Discussion
Basing on the analysis, we can draw the following conclusions. In general, the results don't confirm the proposition that throughout all three sequential stages of individual innovative activity (from generation of innovative idea, then its promotion and implementation) the importance of the individual and personal determinants is decreasing while factors of organizational level become more significant. It was found that higher innovative activity throughout all three stages is typical for employees with higher status within the organization and with higher self-assessment of professional competence. The importance of this group of factors is the highest at the implementation stage. It probably can be explained by considerable risks for 'voicing out'. Our data correspond with the results of other studies about the crucial 22 importance of intrinsic professional motivation of employees as the initiators of innovations.
This study doesn't reveal the sources of high self-assessment and intrinsic motivation of innovative employees. It also ignores the regularity of innovative activity as only one fact of idea generation and its promotion was studied without considering how often employees take their initiatives.
The question for further research is about methodological aspect of how 'qualification' characteristics of respondents can be captured within the standardized survey with high reliability. It was found that the strong differentiating factor in the context of innovative activity is the existence of second higher education or/and MBA. This emphasizes the value for the organizations of the employees who have continued their education after higher education and are studying during the entire professional career. Compliance of the education to a current profile of the work was significant only once -at the stage of promotion of innovative ideas by employees in domestic companies. In other cases this indicator was insignificant or even negatively connected with emergence of innovative ideas in foreign companies. There is a point for discussion: whether the 'compliance to a work profile' is more demanded in the conditions of sustainable development of the organizations while it loses its value when ability to acquire knowledge and necessary skills quickly becomes crucial so employees' mobility, adaptability, learning abilities are required. The contradiction between high level of general education and mismatch of professional education and current position of Russian employees has been mentioned earlier [e.g. Efendiev, Balabanova and Gogoleva, 2010] .
Except the priority of employee intrinsic motivation, direct and indirect, formal and informal managerial incentives of innovative behavior are very important at all three stages.
According to the 'Harvard school' ideas, favorable organizational environment provides the 'synergy effect' which is essential for individual innovative behavior of employees.
It was outlined that the two types of decision-making are more favorable for innovation process: when the decisions are made in a 'narrow' circle or by taking into account the subordinates' opinions. In all cases the modes of fully authoritative and collective democratic decision-making made the discouraging impact on emergence, promotion and realization of new ideas. In our opinion, in both cases it is explained by the employee's sense of 'depersonalization' within the organization. 'Depersonalization' is incompatible with employee high self-assessment that is necessary for individual innovative behavior. Besides this, low value of 'democratic'
forms of decision-making can be explained by the dominating type of political consciousness of Russian employees [Efendiev and Balabanova, 2012] . Typically, employees prefer situations 23 when the decisive word and responsibility in decision-making is taken by their superiors. Being accepted to a narrow in-group of their bosses is more valuable than having wide access to participation in decision-making in Russian organizations.
It also should be emphasized that the decision-making mode at the level of the whole company is more significant than at the department level. It seems evident that everyday interactions with immediate superior make stronger impact on employee's values and behavior.
However, the results show that employees' perceptions about the situation within the company is more influential determinant which causes employee understandings about their role in organizations, possible risks and rewards connected with innovative behavior. Besides, there is also 'cascade effect' when top management practices and styles 'come down' to lower levels of organizational hierarchies.
At the implementation stage of innovative ideas, productivity of employee's initiatives increases considerably when there are direct managerial incentives in the form of tangible rewards and career promotions. In addition to the individual and organizational factors, it was founded that characteristics of innovative initiatives also influence the realization. Accurately focused and specified suggestions oriented on 'processes' are the most effective from the point of view of their practical implementation. Unlike them, 'organizational' innovative ideas which concern a wide range of questions less frequently reach the realization stage.
One of our propositions was that foreign companies which provide 'Western culture'
favorable for the innovations demonstrate higher level of individual innovative activity of employees. This proposition wasn't confirmed from the point of the rate of 'creative' employees, as the rates of those who took an initiative on the basis of new idea and a degree of implementation of these ideas were similar in companies with domestic and foreign capital.
'Nationality' of capital was insignificant for innovative activity at all three stages. Nevertheless, the analysis of two subsamples revealed substantial distinctions in the characteristics of all three stages of innovative process in domestic and foreign companies.
Innovative activity of domestic companies' employees is much more determined by external factors -organizational environment, perception of employee role in organization, and decision-making modes -than in foreign companies. The 'social and prestigious' motivation of innovative activity connected with existence of indirect, informal rewards in the form of favorable attitude of the management and respect from the colleagues is clearly defined for domestic companies.
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As for foreign companies' employees, we can see that emergence, promotion and implementation of innovative ideas are mainly intrinsically-driven. The main border distinguishing 'innovators' from 'not -innovators' in foreign companies is personal and professional qualities of respondents. In these companies intrinsic professional and 'rationalistic and utilitarian' motives of innovative activity are brightly expressed. In our opinion, the strength of the professional motives is explained by higher value of meritocratic orientations, when elements of organizational culture are more focused on the competition and it is also embodied in employment system and promotion criteria. Development of the second group of 'rationalistic and utilitarian' motives is connected primarily with the existence of system of direct incentives for employee innovative behavior in the form of direct, 'tangible' rewards and career growth for successful innovative ideas.
Still there is an open question about why there are no 'quantitative' distinctions in rates of 'innovators' and extent of initiatives implementation between domestic and foreign companies while the foreign companies are more aimed at stimulation of innovative activity. Firstly, it is important to remember that the rate of those who have pointed the existence of direct stimulation of innovations is anyway very small. Secondly, the fact that 'external' motivation is not capable to create motivation of innovative behavior 'from scratch' emphasizes the statements of foreign researchers about the priority importance of intrinsic motives of innovative activity.
Conclusion
The research question of the paper was about key determinants of generation of innovations and their implementation. The theoretical foundation for the study was developed taking into consideration three stages of individual innovation behavior and three groups of possible determinants: personal traits, organizational features and culture.
Several authors have found the gap between positive attitudes of Russian managers toward innovations and low rate of innovations in Russian companies. The current study provides some explanation of this situation. The results show that significant role in innovation process is played by organizational environment; and in general there is low level of managerial practices that encourage employee activity in generating and suggesting initiatives. It seems that managers don't expect this activity from employees. It was stated that level of mutual trust in Russian society is a strong obstacle for innovations on all levels. The same problem exists within organizations and to build the social environment beneficial for innovations require great efforts and systematic approach.
